The existing literature mainly analyses user intention to practice social commerce on social networking sites, but few studies have focused on traditional e-commerce sites with their own integrated social tools (e.g. forums, reviews). This research aims to identify the antecedents to social commerce intention for traditional ecommerce sites where social tools are integrated. Data were obtained from a survey of 201 consumers and were analysed using Partial Least Squares. The results indicate that web quality, flow and emotional social support have a positive and direct influence on social commerce intention, while social presence and informational social support are not significant. This study contributes to consumer behaviour theory by applying predictors of intention to social commerce for traditional e-commerce sites. The results also help e-commerce practitioners to improve their use of social tools. For instance, to increase the use of social commerce, web quality must be improved to promote dissemination and consultation of the information generated by users in an easy, quick and friendly way. Social commerce intention will also increase if the company designs efficient interactive processes which the user enjoys effortlessly, so that the website creates a flow experience.
Literature Review and Hypotheses Development
The research framework draws on consumer behaviour theories used in previous studies on SC intention for social networking sites. The Stimulus-Organism-Response paradigm was used to study the effect of the technological aspects of SC (e.g. interaction, personalisation and sociability) on the customer's virtual experience (social support, social presence and flow) [59] . This theory highlights that different environmental factors act as stimuli and jointly affect a person's internal state, leading them to behave in different ways [43] . Likewise, social support theory has been used to explain how social variables affect intention to use a website and to share and receive commercial information [36] . The theory indicates that people place much value on feeling looked after and supported by other people, on receiving emotional and informational support, and on feeling part of a community [55] . Social exchange theory maintains that after assessing the benefits obtained from a relationship (e.g. social support), a person may or may not decide to act in a reciprocal manner [6] . This also applies to participation on SC sites [61] . As well as the variables arising from these theories, researchers have emphasised the influence of web quality on SC user behaviour [36] . Our research evaluates the effect of social presence, social support (emotional and informational), flow and web quality on SC intention for a traditional e-commerce site with integrated social tools.
Social Commerce Intention
Since it is difficult to measure an individual's actual behaviour, behavioural intentions are usually used instead [59] and are considered a valid predictor of user behaviour [56] . Behavioural intentions are used in several theories, such as the Theory of Reasoned Action (TRA) and the Theory of Planned Behaviour (TPB), and in the Technology Acceptance Model (TAM) and the Stimulus-Organism-Response model (SOR) [1] , [2] , [36] , [59] . Consumer intentions therefore strongly influence their behaviour. In this research, SC intention is defined as user willingness to generate, search for and share information about products, which enables customers to make better purchase decisions [25] , [36] , [59] . SC intention therefore refers to the intention of the user to share their experiences and recommend products, and to their purchase intention, taking into account the experiences and suggestions of other users.
Purchase intention has been studied previously for various online environments. For instance, [3] studied purchase intention for virtual environments based on the effects of the technology and the online space in question; [7] analysed the effects of different variables such as community engagement and social support on purchase intention for SC sites; [9] studied the effect of social presence on intention to use online recommendation systems. Attitude and flow were identified as the most significant antecedents to online purchase interaction on e-commerce sites [26] . Also, [38] explained purchase intention in SC environments based on the user's experience of flow. In addition, [44] analysed the cultural differences that may affect purchase intention on SC sites. Lastly, [25] looked at the effects of various SC activities on purchase intention on the respective websites (comments, forums, etc.).
Social Support
Social support is the information that leads a person to believe that they are cared for, loved and respected as a member of a network of people which is built on mutual obligation [36] . Social support is normally considered a multidimensional construct which has two dimensions in the online environment: emotional support and informational support [7] . Informational support is the action of providing recommendations, advice, guidance or useful information that helps solve problems and generate new ideas, etc. [7] , [36] . Emotional support is the provision of emotionallycentred messages (looking after other users, empathy, understanding, etc.) which make the recipient feel valued [36] .
According to social exchange theory [6] , when social support exists in a product-based online community, the members of said community tend to share information and offer recommendations to other users, and to accept the information provided by others [7] , [59] . Thus, when a user feels looked after by the community and that the information they receive is useful in their purchase decisions, they will feel obliged to act in a reciprocal manner [11] , and may even form friendships and trusting relationships which influence their purchase intentions [36] . There is therefore a positive link between social support and SC intention which, given the two-dimensional nature (i.e. informational and emotional) of the former [7] , leads us to make the following hypotheses: 
Flow
Immersion or flow is a holistic sensation that a person experiences when they are completely absorbed in what they are doing [13] . Users of online environments experience a strong sense of flow when they are fully immersed in the website, which leads to a positive user experience [45] . A website which encourages a flow state creates an Previous studies have identified the positive influence of flow on purchases and customer recommendations made online [22] . It is a significant antecedent to purchase intention in traditional e-commerce [26] , [34] and in SC based on social networks [38] , [59] . We can therefore assume that when a user of an e-commerce site with social tools experiences flow, their SC intention increases. This leads us to the following hypothesis:
H3: Flow has a positive influence on social commerce intention.
Social Presence
Social presence is the degree of salience between two people during communication [51] . That is, the extent to which a person is aware of the other when an interaction takes place and the psychological sense of closeness [3] . SC consumers who experience social presence through interactions with other consumers may feel more comfortable and more emotionally fulfilled [59] , and more engaged in the activity [3] .
Social presence in e-commerce acts as a mediator between attitudes towards online shopping and behavioural intentions [18] , [49] . This effect arises from the links established between consumers, which strengthen their virtual identity and support their participation [3] , [21] . The greater sense of social presence causes an increase in consumer participation in SC [9] , and has a positive effect on SC intention [59] . We can therefore make the following hypothesis:
H4: Social presence has a positive influence on social commerce intention.
Website Quality
The design and content of e-commerce sites affects their success [36] . Web quality depends as much on the system as on the service provided, usability, enjoyment and the relationships which are established [31] , [40] . In SC, web quality has traditionally encompassed both the system and the service provided, since information quality depends on the participation of other users [36] . Service quality encompasses the online support capabilities provided by the website owner, such as purchase order tracking, the speed of response to questions or complaints management. System quality, on the other hand, refers to user control, the scope of the platform and the interface components [31] . A quality SC website enables consumers to solve their problems, have a satisfactory experience and feel that the website is a valid environment for establishing social relationships, thus increasing their purchase intention [10] , [36] . We can therefore make the following hypothesis:
H5: Web quality has a positive influence on social commerce intention.
The Social Commerce Intention Model (SCIM) for traditional e-commerce sites in figure 1 shows the relationships established by the hypotheses to be confirmed. 
Methodology
Data were gathered between April and May 2016 via an online questionnaire to SC customers. The questionnaire was linked to an e-commerce site selling t-shirts (Site 1). The site has social tools such as forums, product reviews, ratings and comments. The Qualtrics web survey tool was used to build and distribute the questionnaire. Users could answer the questionnaire via a link embedded at the start of the buying process. Participation was voluntary, and there was no reward system to encourage certain profiles. A weekly message encouraged users to take part in the questionnaire, explaining its purpose within the academic research being conducted. Screening questions were included at the start of the process to discourage users who had not previously bought anything on the website. Responses suspected of being dishonest, such as those with repetition and very quick response times, in addition to those from identical IP addresses, were discounted. All incomplete questionnaires were also deleted.
The constructs used in the survey were adapted from previous studies to fit the context of social commerce. Informational Support was adapted from [36] . Emotional Support was adapted from the work of [36] . The Social Presence scale was adapted from research conducted by [59] . Flow was adapted from the scales of [59] . Web Quality was adapted from [36] . Finally, the Social Commerce Intention construct was adapted from [36] (Appendix A).
Five-point Likert scales ranging from "strongly disagree" to "strongly agree" were used to measure all items in the survey. A review was carried out by a panel of ten experts, both for the selected methodology and for the scales selected from the scientific literature, to ensure content validity and suitable wording of all the questions. This process was carried out using personal interviews, by modifying some of the proposed scales and by adapting others to our objective. Afterwards, the questionnaire was divided into three different sections: 1) assessment questions with the aim of confirming the subject's interest and coherence; 2) questions related to the research behavioural model; and 3) questions to gather socio-demographic data for use as control variables to ensure that empirical results were not due to covariance between variables. The initial questionnaire was piloted with a sample of 75 undergraduate and postgraduate students from two public universities in January 2016. The design focussed on assessing and refining the survey to check the acceptance level, dimensionality, reliability and validity of the proposed scales. After all the relevant tests were performed and the relationships and scales set out were verified, we evaluated the proposed model.
We received 201 valid questionnaires. The sample group is mainly Spaniards (94%), men (64.5%), younger than 25 (62.2%) and with a university education (67%) ( Table 1) .
Data analysis was performed using the partial least squares (PLS) approach to structural equation modelling (SEM) with SmartPLS 3 [50] . Structural equation modelling is traditionally based on covariances. However, PLS-SEM is based on variances. PLS-SEM is appropriate when the normality of the data cannot be guaranteed, and allows the researcher to work with small samples [23] . PLS is also appropriate when there is scarce research available, when the research questions have not been looked at in prior studies, or when the analysis is exploratory [47] . We opted for PLS given our research is in an emerging field without normally distributed data and uses a relatively small sample. Note that the sample size clearly exceeds the minimum value of ten times the largest number of inner model paths directed at a particular construct in the inner model [4] .
PLS generalises and combines aspects of principal component analysis and multiple regression analysis. PLS structural models are measured using reflective and formative indicators [5] . Given the nature of the epistemological relationships in our research, we opted for reflective constructs where the construct causes the measurement indicators [14] . The research methodology also draws on the bootstrapping technique to check the significance of the coefficients previously assessed using PLS. This technique provides subsamples with randomly extracted observations (with replacements) [24] . We first analysed the effect of multicollinearity between variables. Some authors suggest using the Variance Inflation Factor (VIF) to verify the absence of multicollinearity [15] . This statistic measures the extent of multicollinearity between independent variables in a regression model. Some authors recommend that this value be less than 3.3 [47] or 5 [23] , which would indicate an absence of multicollinearity. The VIF results obtained for all the indicators in our model were less than 2.3 and we can therefore assume that multicollinearity is not a problem. After verifying that there was no multicollinearity between indicators, we then assessed the measurement model. 
Results
This section explains the results of the data analysis to identify the antecedents of social commerce intention. Firstly, it is described the assessment of the measurement model. Secondly, it is showed the assessment of the structural model.
Assessment of the Measurement Model
The reliability of each item was assessed by examining simple correlations of indicators with their respective variable. A value greater than 0.7 suggests that the variance between the construct and its indicators is greater than the error variance [4] . In our case, all indicators exceed the values recommended in the literature, except a flow indicator (F1), and two social commerce intention indicators (SCI1 and SCI2). These were consequently eliminated from the analysis.
To measure the reliability of the scales we used Cronbach's alpha [12] and composite reliability (CR) [46] . All the resulting values are greater than the recommended minimums.
We then assessed convergent and discriminant validity. Convergent validity was assessed using average variance extracted (AVE) [17] . AVE estimates the amount of variance that a construct captures from its indicators in relation to the amount of variance due to the measurement error. In our case, the AVE value is greater than the suggested minimum of 0.5. Table 2 shows the values of the indicators in the assessment of the measurement model. Lastly, three PLS methods were used to assess discriminant validity i.e. checking that a construct measures a concept which is different from other constructs: (a) cross-loadings analysis, which looks at whether the average variance between a dimension and its items is greater than the variance between other dimensions in the model [4] ; (b) the Fornell-Larcker criterion, which analyses whether the correlations between dimensions are lower than the square root of the AVE [17] ; and c) the HTMT ratio (heterotrait-monotrait), which measures correlations between pairs of constructs and should be around 0.9 [29] . The resulting values are close to the limits recommended in the scientific literature. We therefore consider the discriminant validity in the model to be satisfactory. Tables 3 and 4 show the discriminant validity values for each of the above criteria. 
Assessment of the Structural Model
The recommended method of assessing the structural model is to start by evaluating the square of the coefficient of multiple correlations (R 2 ), which indicates the amount of variance in the construct due to the model. In our case, R 2 for the social commerce intention variable is 0.476 and thus far greater than the recommended minimum (0.1) [16] .
We then studied the standardised regression coefficients to find the relative importance of the factors in the endogenous variables. Values greater than 0.3 are recommended [8] . However, values greater than 0.2 are permitted in exploratory studies or when they are applied to different sectors. The emotional support -social commerce intention relationship has a lower coefficient than the recommended minimum, and the informational support -social commerce intention and social support -social commerce intention relationships are not significant.
The estimator provided by the Stone-Geisser or Q 2 test [19] , [53] using blindfolding (Omission Distance = 7), which was used to analyse the predictive capacity of the dependent constructs and the endogenous variables, produced values greater than the recommended minimum (0.4) except for the social presence variable. The greater Q 2 is, the more predictive relevance a model has. The Q 2 value for social commerce intention is 0.635.
The effect size (f2) also verified the suitability of the model. This coefficient measures whether an independent latent variable impacts substantially on a dependent latent variable. f 2 values of between 0.02 and 0.15, between 0.15 and 0.35, and 0.35 or greater indicate whether an exogenous latent variable has small, medium or big effect, respectively [8] . Four of the relationships in table 5 show a small or negligible effect, whilst one has a medium effect.
Lastly, the SRMR (Standardized Root Mean Square Residual) [28] enables us to compare the difference between the observed and predicted correlations and thus adjust the model. A value less than 0.08 is considered acceptable. The value in our model is on the limit, meaning the proposed model adjustment is partially correct. The results of the analyses confirm and verify the relevance of hypotheses 3 and 5. Conversely, the analyses provide no empirical support for hypotheses 1 and 4. Based on Chin [8] , hypothesis 2 is not supported by sufficient empirical evidence either, since the path coefficient is less than 0.2 despite its significance. However, given the
Theoretical Implications
Social media has changed how we shop online. In addition to the tools which enable businesses to offer their products to consumers, the Internet now has others which allow users to interact with one another by rating and assessing products, thus facilitating purchase decisions. These changes have led to what is known as social commerce (SC), in which users can make and share comments, ratings and reviews of products at any point in the buying process [25] , [31] , [37] . Previous studies have looked at how different variables influence SC intention on social networking sites [35] , [36] , [59] , [60] . However, there has been little research into factors which influence SC intention on traditional e-commerce sites with integrated social tools (e.g. blogs, reviews, product ratings). To contribute to a better understanding of this field, we have introduced a Social Commerce Intention Model (SCIM) for traditional e-commerce sites where social tools are integrated. The influences of five antecedents to SC intention for traditional e-commerce sites have been assessed. Our model is based on research by [36] , [59] , and on social support theory, the Stimulus-Organism-Response model and social exchange theory.
The SCIM shows that SC intention on these types of websites is affected mainly by web quality and flow, and to a lesser degree by emotional social support, whilst social presence and informational support have no significant influence. These findings have some important implications for researchers and practitioners interested in social commerce.
First, the positive influence of web quality on SC intention is consistent with previous studies involving social networking sites [10] , [36] . The possibility of efficiently sharing experiences and consulting the opinions of other users largely depends on web quality. A good quality website facilitates quick, simple and easy dissemination and access to information, and in fact is the variable in this study with the greatest influence on SC intention. This is why there is a significant difference between our study and other SC studies based on social networking sites, where web quality has a lesser influence than the two social aspects of the website. This suggests a need to look deeper into the role of web quality in different types of SC websites.
Second, flow has a positive influence on SC intention, which is consistent with previous studies [38] , [59] . The sensations experienced by the users when they engage in SC awaken their curiosity, interest and imagination, which in turn encourages enjoyment and a retreat from their surroundings. By confirming the influence of flow on traditional e-commerce sites which have integrated social tools, the results of this study therefore broaden the literature and facilitate a better understanding of user intention to participate in SC.
Third, users also have greater SC intentions when they feel emotionally supported by other users, as indicated by previous studies [7] , [36] , [59] . In our research, however, emotional support has a lesser effect. There are various possible reasons for this. The results may have been influenced by the small size of the SC online community used in our research, or even by the participation of a high number of occasional consumers who do not participate in the community. Furthermore, the nature of the product itself (t-shirts) may not provide enough of an incentive for user interaction, or may mean that users encounter few difficulties in the buying process requiring the emotional support of other users to help resolve them. This suggests that emotional support has little effect on SC intention in cases involving low-risk, easy-to-purchase, hedonic products. However, we recommend further study into this relationship in order to obtain conclusive results.
Fourth, contrary to what we expected, the effects of social presence and informational social support are not significant. This differs from the findings of [36] , [59] in their research into SC which is based on social networks. Social presence may not affect SC intention because of the relative unimportance of the relationships with other consumers. In this case, users may be more interested in obtaining useful advice for improving their purchase decision than interacting with other users to create social links. This could be attributed to the characteristics of the website as well as user profiles. It may be that users feel a certain level of stress when interacting online because of factors such as social comparison or lack of control, amongst others, which could also explain the negative value of the relationship between social presence and SC intention. These results suggest the need for more in-depth study of the influence of social presence on SC websites.
Informational support does not impact on SC intention because users may pay little heed to the information received from other users given the type of product involved (considered low-cost and low-risk). Informational support is typically used for solving problems or confronting difficulties in the purchase process, and we would therefore expect it to affect SC intention. However, this has not been the case. These results suggest that the effect of informational support may depend on the nature of the product and the type of purchase, and that it is less significant for hedonic, low-cost purchases. This study therefore broadens the literature on the influence of informational support on SC websites.
Overall, in this type of website SC intention depends on the website functioning properly, a purchase experience which is easy, fast and aesthetically pleasing, and to a lesser extent on the support of other users in choosing and buying their products. Previous studies focussed on social networking sites which mainly seek to establish or maintain relationships or on large e-commerce sites with a high number of users. The website used in our study (Site 1) does not have as many users as other platforms as Amazon (Site 2). It may be that its users essentially want a quality, flawless and aesthetically pleasing experience. They interact with one another, although the social component is not the most important aspect and does not determine the SC intention. This may be because the product is exclusive (it is only marketed on this website and in limited numbers). These characteristics suggest a user profile which values exclusivity and difference. Someone who is part of a minority and therefore not inclined to participate in large communities geared towards the market majority (e.g. Zara). Users are more prone to practice SC when a website fulfils their wishes efficiently and flawlessly, and when the online environment encourages flow.
Managerial Implications
This study contributes to improve the management of traditional e-commerce sites with their own integrated social tools (e.g. forums, reviews). These results can help managers working with these types of websites to decide on the level of social tools they should provide and the extent to which they should be integrated on an e-commerce site, as well as to assess interest in setting up a user community. Such businesses can choose to focus on web and service quality, which may involve eliminating faults in user navigation so that they can navigate quickly and efficiently, and ensuring that the service is delivered under the agreed conditions and within a short time frame. To increase the use of SC, web quality must be improved to promote dissemination and consultation of the information generated by users in an easy, quick and friendly way.
SC intention will also increase if the website encourages a flow experience. Companies must design efficient interactive processes which the user enjoys effortlessly and which encourage the users to lose themselves in the experience. This could be achieved, for example, by designing simple purchase processes where the users can see, select and pay for the products they are interested in with just a few steps. From a social perspective, companies should increase the recommendation options beyond a mere rating, and enable users to express themselves freely through a forum. A flow experience would also be encouraged by allowing users to co-create new products, e.g. suggesting design ideas or commenting on new proposals from the company. Real-time interaction with other users in making their purchase decision would also contribute in this regard.
Social tools are perhaps an important but not determining factor for small e-commerce websites offering low-risk products. They should therefore be incorporated in the website but without becoming the backbone of the business strategy, so that users can receive support if they need it, and participate and interact in ways that inform their purchase decision. However, the use of these tools will depend on the level of user participation, and the company must therefore encourage this. We recommend employing easy-to-use tools which are integrated in the purchase process. Managers need to formulate social commerce strategies, and should demonstrate an active presence across social media platforms to facilitate social interaction with consumers and motivate them to share their experiences regarding products or services.
Another option is to create a community for the most frequent users which encourages, rewards and increases their participation. This may lead to better positioning in search engines, an increase in the amount of information available, cooperation of the community to resolve problems and doubts, and greater SC intention because the user feels more integrated in the group [25] , [27] , [59] .
Lastly, emotional support should also be improved via messages centred around emotional aspects -such as care of others, empathy, understanding, etc. -which make the person receiving the messages feel valued [36] and favour SC intention.
Conclusions
The SCIM shows that three factors influence consumer behavioural intentions for e-commerce sites with integrated social tools (e.g. chats, forums, product reviews). Their influence in this case is different than in the case of social commerce sites based on social networks. We found that web quality and an immersive experience or flow are more important. Emotional social support is also important, but to a lesser degree than the effect observed for social commerce based on social networks. Websites with integrated tools therefore do not seem to encourage links between users to the same extent. In contract, social presence and informational social support are not significant factors in social commerce intention. The former may be because the relational elements on the website which are used for data collection have little effect, and the latter due to the product being sold. Being a low-risk item, the information obtained from other users is less important.
Construct, code and items Type of scale Source Informational Support IS1: On the social commerce website, some people would offer suggestions when I needed help. IS2: When I encountered a problem, some people on the social commerce website would give me information to help me overcome the problem. IS3: When faced with difficulties, some people on the social commerce website would help me discover the cause and provide me with suggestions.
5-point scale from 1 (strongly disagree) to 5 (strongly agree). [36] Emotional Support ES1: When faced with difficulties, some people on the social commerce website are on my side. ES2: When faced with difficulties, some people on the social commerce website comforted and encouraged me. ES3: When faced with difficulties, some people on the social commerce website listened to me talk about my private feelings. ES4: When faced with difficulties, some people on the social commerce website expressed interest and concern in my well-being.
5-point scale from 1 (strongly disagree) to 5 (strongly agree). [36] Social Presence SP1. When surfing the social commerce website, the interaction with the other customers is personal. SP2. When surfing the social commerce website, the interaction with the other customers is warm. SP3. When surfing the social commerce website, the interaction with the other customers is close. SP4. When surfing the social commerce website, the interaction with the other customers is humanising. SP5. When surfing the social commerce website, the interaction with the other customers is emotional.
5-point scale from 1 (strongly disagree) to 5 (strongly agree).
[59] Flow F1. My imagination is aroused when I interact within the social commerce website. F2. I feel curious when interacting on the social commerce website. F3. The interaction on the social commerce website is interesting. F4. I am absorbed in the interactions on the social commerce website. F5. It is fun to interact on the social commerce website.
[59]
Web Quality WQ1: The social commerce website has a function that allows users to provide quick responses and feedback. WQ2: The social commerce website offers me a variety of alternatives for solving my problems. WQ3: The social commerce website provides a friendly user interface. WQ4: The social commerce website makes it easy to contact my friends. WQ5: The social commerce website makes it easy to provide information to my friends. WQ6: The social commerce website has up-to-date hardware and software.
5-point scale from 1 (strongly disagree) to 5 (strongly agree). [36] Social Commerce Intention SCI1: I am willing to share my experiences and suggestions when my friends on the social commerce website want my advice on buying something. SCI2: I am willing to share my own shopping experience with my friends on the social commerce website. SCI3: I am willing to recommend a product that is worth buying to my friends on the social commerce website. SCI4: I will consider the shopping experiences of my friends on the social commerce website when I want to shop. SCI5: I will ask my friends on the social commerce website to provide me with their suggestions before I go shopping. SCI6: I am willing to buy the products recommended by my friends on the social commerce website.
5-point scale from 1 (strongly disagree) to 5 (strongly agree). [36] 
